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ek it has been exceedingly helpful to pean with many of you who are en- 
the project in other States. It seems to me that the importance of 
ogram can scarcely be overemphasized. It provides Extension its first 
oil to reach all people ee reference to. the ee where ie live - 


esponsibility for the development of the program is in the hands of people 
move ahead quickly. For years, Extension has been discussing with farm 
Sho e economic and marketing aspects of food, clothing, housing, and 

eg R. Me A. CORE MEE SN latamegna) prosects: ate a a needed empha— 


? 


2 as well as to rural and farm teases: Producers have vente city people 
srstand the cost of production; handlers have believed that neither pro- 
nor consumers have understood the highly competitive nature of their part 

ife-line of food, nor the costs pavel ied. 


sued is providing opportunity for Pegneces. handlers, and con unors to work 
fo) ogether toward mutual awareness of problems. Hecently in NT New Jersey, 

ded a meeting arranged for this purpose. The consumers! iaterests were 
hi rst place on the program. Two homemakers reported and discussed five 
StL C ns on marketing which several hundred homemakers had answered. Next, 

wer presented facts on the farmer's role in producing and marketing fruits 
»getables. He was followed by a representative of a large farmer's market, 
ailer's experience was presented next. The nutrition specialist pave a 
stration of good buying practices in purchasing oranges. Under the. lead- 
of the Agricuitural Accnomist of the State College, a panel of these 
s later in the. dey provided opportunity for the audicnce to-have their 
ns discussed. ‘Mutual SOA lou eben the presentation of pea 


ia in Kansas City studying the new regional project, and in Syra- 
where, for years, excelient working relationships between the home demon- 
staff, commission houses, wholesale markets, and newspapers, has result- 
a tn aah on foods released Beetles 3 for consumers! use, 


® 


Office was not considered essential, It was assumed, according to the 


helped me to understand yihat an opportunity btensiee hee Q eng 
the effectiveness of mass media. They have been used for years, 
project their use is essential. Increasingly, they must be used in } 
work. Is there ote ere ay, ah do pioneers on eee oa: oe 


The opportunity that specialists and resident and ee. 
have to reach many people through the project scems obvious. This adve 
noted a Rae et where Aaa See ~ ae Department oa fertou 


and Family meddomne: in the College of Home Economics, work closoly. wi 
persons cia on the consumer education in yorker: PuOlecs fon ‘up- 


Soeurped to me that bhROUE the Brbioee: eens in cities might te 
quainted with the names of college staff members who contribute fac 
use of the project. Are there facts on soils, production, even farm 
for example, that would interest consumers? The resources of the « 
terms of outstanding people who are working on various foods may well 
plored ee and drawn upon. 


urban home epee cian work, “The ister was ootabiiched he aces 

Director Symons, under Miss Kellar's leadership. It seemed to me it wasage 
ample of coordinated effort of a home demonstration agent and the sta 
consumer education in marketing project. The 2000 women with whom bael 
demonstration agent is working , and all the people who sce her weekly 
vision cea ty, get the meee information Sealed and mec . 


The Siccane project includes such a statement in regard ¢ tO the home ae 
tion.agents, ~ ae 


In New York City, I found that the staff had faced the number one questi 
how can one agricultural economist, one home economist, and two or three 
secretaries develop an effective program in a great metropolitan area? 
progress has been made through planning. Briefly, it appeared to me & 
attention is drawn to the project by a few sound dramatic events, such < 
Brides! School. Second, the subject-matter mecting planned for professi 
people — home economics teachers, home economists with utility firms, a 


effectively, such as a Ss riile radio Scenes ‘Credit to the New York 


of the staff, that credit would follow if the service proved to be reli 
helpful. The value of printed leaflets as.a means of reaching many. peop 
recognized. The enormous demand for the leaflets seems to indicate that 
meet a need. The Weekly Food iiarketing Bulietin, with a balance of mat 


Dy. Stanley's contribution i talc tetas, 
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@ projects on consumer education in marketing will result in 
elationships between those in research and those extending 
erhaps the projects for consuiers will show the need for better 
xtensive research by college departments, It might prove to be one 
_ important outcomes of a project. — 


; week, considerable time has been spent on objectives and definitions 
In a rapidly developing field, one observes that this must be done fron 
e@ as experience adds meaning to statements readily accepted carlier. 


2sgrity in relation to the consumer was stressed wherever I talked with 
f, It has been said in many ways this weck. ‘This. project is not to 
msuners, but to help them understand ways in which they can spend the 
dollar most intelligently, recognizing, as someone said, that there really 
three budgets - nutrition, time, and money. Often, these are reconciled 

culty. Staff members on the project sce clearly that producer and 

well as consumer, benefit over a period of tine if they are sharing 
inuing cducational program, 


